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The G+ Customer Profile is a tool for identifying and describing target customers (users) of a breeding 
product, such as crop varieties and breeds of livestock. The use of this tool highlights gender 
differences among customers or users to ensure that they are considered when target customer 
segments are defined. This tool helps a breeding program to prioritize its customers (e.g. how many 
they are, their geographical distribution and their socio-economic situation, besides their preferences 
for certain traits in a breeding product). Knowing how women’s preferences differ from those of men 
(and why) helps to breed products that encourage gender equity. This tool is designed for public-
sector breeding, which lacks the feedback that is built into the breeding programs of private 
companies. The tool helps to segment users (e.g. women smallholders), to decide which ones to serve 
(target) and to address their agricultural breeding needs. The G+ Customer Profile should be 
developed with the G+ Product Profile.  The G+ Customer Profile shows how the three stages of 
segmenting, targeting and profiling each target customer segment can be covered in six clearly defined 
steps: 1. Make a product map. 2. Make a customer map. 3. Make the evidence table. 4. Target 
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The G+ Customer Profile Tool (G+CPT) 




DESCRIPTION OF THE TOOL 
Using this tool will give you a clear description of the key, target customers (users) for a breeding 
product. The description will include any gender differences that are relevant for defining the 
customers. 
The G+ Customer Profile is a tool to help the breeding program prioritize its customers in terms of 
their numbers, geographic location, socio-economic characteristics, product preferences, and the 
reasons for these preferences. A gender dimension identifies preferences that are important in 
different ways for women than for men and ensures that these differences are reflected in the design 
of new breeding products. The G+ Customer Profile is therefore a tool for gender and social targeting. 
The G+ Customer Profile introduces terms that may be new to some breeding programs. These terms 
are defined in the Glossary.  
WHY USE THIS TOOL? 
Unlike commercial breeding programs with feedback from dedicated sales teams, customer 
databases, and information from market sales, public-sector breeding programs must find their own 
way to generate information about who their customers are, where they are located, and what type 
of products they want. Women’s product preferences often differ from those of men. Breeding 
programs that overlook women’s preferences may develop products that are not widely adopted or 
that harm women by increasing gender inequality. 
WHAT DOES IT DO?    
The G+ Customer Profile uses a combination of geographic, gender and other social variables to 
segment, target, and profile the customers for a breeding program. Using this tool will help a breeding 
program to:   
• Explicitly address the needs and preferences of different segments of a target 
population 
• Clearly understand the different markets for its products 
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• Target well-defined and sizeable markets and meet the needs of gender-differentiated 
customers in these markets. 
WHEN DO WE APPLY IT? 
The G+CPT is used to make three critical decisions at the start of a breeding project or cycle:  
1. Who are the potential customers for the program? Are gender differences relevant?  
2. Which customers will the program target?  
3. What product preferences do these customers have, and why? 
Ideally, G+ Customer Profiles are developed in the discovery phase of the stage-gate process.  Scoping 
(or evaluating market prospects) and building a business case (analyzing market and business 
feasibility) are both necessary to define the market for the breeding program, identify the different 
segments of this market, and select which of these segments will be targeted by the program (Figure 
1). 
Figure 1. The G+ Customer Profile and the breeding cycle.  
 
 
Source: Ashby et al. (2018). 
 
G+ Product Profiles (see separate user guide) and a G+ Customer Profile should be developed in 




APPLYING THE TOOL 
STEPS IN THE TOOL  
The G+ Customer Profile tool is inspired by the Segmenting, Targeting, Positioning (STP) framework 
used by consumer marketing. The tool has three stages (Figure 2):  
Stage 1: Segmenting: Identify the potential customer segments for the breeding program 
Stage 2: Targeting: Select the customer segments that are most relevant for the program, 
and   
Stage 3: Profiling: Create a G+ Customer Profile for each target segment. 
The three stages can be broken down into six steps, which describe the activities at each stage (Figure 
2). The steps are summarized below. 
 









Step 1. Product 
mapping
Step 2. Customer 
mapping









Step 5. Identify 
product 
preferences




STAGE 1: SEGMENTING 
Key questions for segmenting 
What are the different products from this commodity  
(e.g. the various food products made from a specific crop)? 
 
How big is the demand for each of these products? 
 
What are the customer segments in terms of geography, population size, economic importance, 
poverty status and gender?  
  
Step 1: Make a product map   
Objective: to quantify sources of demand for the breeding products, to ensure that the research 
priorities for the breeding program are demand-driven. A product map is illustrated in Figure 3. 
For public-sector, development-oriented breeding, it is essential to include the demand for home-
consumption of the commodity, whether fresh or processed on-farm.  
Figure 3 shows a hypothetical example, where most demand (70%) is for home consumption, and 
most sales are to urban consumers (25%) rather than industry (5%). 
Mapping end-uses requires information on: (1) the spectrum of end-uses (2) the relative size of 
different end-uses and (3) actors in the value chain (retailers, processors) whose preferences can 
provide useful information for the program. Sources of information include value chain studies and 
subsector analyses. 
If information is incomplete, you can use what is available and estimate, noting how the estimation 




Figure 3. Example of product mapping. 
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Step 2. Make a customer map   
Objective: to identify potential customer segments and determine if they should be defined in terms 
of gender differences. The “customers” for a breeding program are the growers who use the breeding 
products (crop varieties or animal breeds), and the other value chain actors, like traders, processors 
or consumers who use one or more of the end-products. 
A customer segment is a group of users who have both a common set of constraints and a common, 
unique and relatively homogenous need (demand) for a breeding product (e.g. a new crop variety).  
For many commodities it can be useful to compile the customer map around a diagram of a value 
chain, always including a segment for growers, even those who consume part of what they produce. 
Mapping potential customer segments requires both biophysical and socio-economic information. 
This follows the sequence:  
1. Identify the agro-ecological zones (AEZ) in the breeding environment  
2. Identify the distribution of poverty by agro-ecological zone  
3. Identify and quantify the number of value chain actors by agro-ecological zone. For each actor 
in the value chain (including growers, traders, processors, and retailers) identify the 
proportions of men and women in each category. The volume of production for each actor by 
gender can be used to indicate their relative importance  
4. Profile the socio-economic characteristics of women and men that influence the acceptance 
of new breeding products   
5. Conduct a gender analysis for customer mapping. Describe gender relations and gender 




To set research priorities for breeding, mapping must be done at scale. A breeding environment and 
the agroecological zones within it will often cut across national political and administrative 
boundaries. Mapping or tabulating demographic data to describe the sex-disaggregated, socio-
economic characteristics of growers and other types of customer requires “big data”, usually at the 
national level (Box 1). Many large datasets provide sex-disaggregated data, giving information on who 
owns land or livestock, who makes management decisions, and on labor allocation for different farm 
operations. This is important where gender norms mean there are specific, so-called “women’s crops” 
or “women’s animals.” However, even if both genders produce the same crop, it may be relevant to 
distinguish between women and men, because (1) the desired traits may differ or be valued 
differently, and (2) women may have less access to resources, inputs, and information.  
Large-scale, sex disaggregated data on value chain actors may be scarce. You may have to rely on 
expert opinion and estimate proportions of men and women in each category, but if you do that, you 
must say so in the notes to the customer map. 
Box 1. Examples of large biophysical and socioeconomic datasets 
Spatial Production Allocation Model (SPAM): data for 42 crops (area harvested, physical area, 
production, and yield) for rainfed and irrigated environments (global). 
WorldPop: data on human population counts and densities (global). 
HarvestChoice: data on population, health, nutrition, poverty, access to markets (sub-Saharan 
Africa) 
Demographic and Health Surveys (DHS): data on population, health, HIV, nutrition (90+ countries). 
Famine Early Warning System (FEWS): provides data on livelihood zones based on agro-climate, 
land cover, market access, sources of food and livelihood strategies (30 countries in sub-Saharan 
Africa). 
Living Standards Measurement Survey-Integrated Surveys on Agriculture (LSMS-ISA): provides 
data on expenditure, crop production, crop management, labor and time allocation, input use, 
resources, and animal holdings at household/plot levels (8 countries). 
Women’s Empowerment in Agriculture Index (WEAI): data on empowerment, agency, inclusion of 
women (19 countries). 
 
Gender analysis for customer mapping: 
Routinely include gender as a variable in all Steps of market segmentation.  The primary target group 
for CGIAR breeding programs is the poor. Gender cuts across both the poor and the non-poor. The 
first step is to segment poor and non-poor farmers by income and then to segment poor farmers by 
gender. This assumes that women and men have different needs and product preferences. It is safer 
to make this assumption and be wrong than to assume there is no difference. With this classification 
at hand, make a narrative summary of the evidence on key aspects of gender relations in each 
customer segment of interest. The following questions should be addressed: 
1. What are the gender relations involved in using the unpaid farm labor of men and women and how 
are relations affected by changes in unpaid labor use? (E.g. if women do most of the weeding, and 




2.  What are the gender relations involved in on-farm or off-farm employment or other forms of 
income generation by men and women, and how do changes in these activities affect gender 
relations? (E.g. regarding employment off-farm, if a new variety tolerates chemical weed control, 
it could put hired farm laborers out of work. Will men and women be affected differently? With 
respect to income from sales, if a new variety helps to open new markets for a crop that women 
produce for home consumption and for sale, will women lose income if men take over that crop?) 
 
3. What are the gender relations involved with use of farm inputs, trading or processing to which men 
and women have different levels of access, and how do changes in access and use impact gender 
relations? (E.g. if a new variety is highly fertilizer-responsive, but intolerant of poor soil and women 
have less access to fertilizer or the most fertile land, then men may benefit more from the new 
variety). 
 
4. What are the gender relations involved in control over produce, by-products, sales, income or other 
direct benefits from the crop or animal in question? How does change in this affect women and 
men in the target customer segment? (E.g. if a new variety produces a bigger surplus, it may 
increase everyone’s unpaid farm labor.  But if men are in charge of selling the harvest, a new, 
market-oriented variety may benefit men, while increasing women’s workload). 
 
Step 3. Make the evidence table  
Objective: to collate the information needed to prioritize customer segments. It combines the 
information on product mapping collected in Step 1 with the information on customer mapping and 
gender analysis in Step 2. The evidence table gives the breeding program the information it needs to 
choose which segments to target (Table 1). 
The evidence table lays out the information you need to produce a description of each of the most 
important customer segments that are expected to use a breeding product, usually a new variety. This 
description can be supported by simple, tabulated evidence or by complex, multivariate analysis. What 
matters is that you are confident, within reasonable limits, that the description is representative of 
the population of the segment.  
A customer segment should be homogeneous, i.e. it should include people who want the same things 
from a breeding product and who have similar socio-economic resources and constraints when they 
use the product. When gender makes a big difference to demand, resources and constraints, then 
gender-differentiated segments need to be defined. It is vital to understand that customers in a 
segment do not have to be identical in every respect, but they should have in common what they want 
from a product and have the same capacity to use it and benefit from it. 
Customer profiling is gender-responsive if it has addressed this question, even if the result of market 
segmentation is to conclude that you don’t need to define any customer segment based on gender 




Table 1. Evidence table for potential customer segments. 
EVIDENCE TABLE:  Conclusions from product mapping 
Socio economic 







Data sources Data quality 
Production (tons)      
Market value ($)      
Trends in the market 
(expanding, stagnant, 
declining) 
     
Number of growers       
Number of women 
growers 
     
Percent of women 
growers 
     
Number of processors      
Number of women 
processors  
     
Percent of women 
processors 
     
      








Data sources Data quality 
Agroecology or 
geographic area (km2) 
     
2020 Production (tons)      
2020 Market value ($)      
Market trend over last 
5 years  
(Expanding, stagnant, 
declining) 
     
Number of growers       
Number of women 
growers 
     
Percent women 
growers 
     
Number of processors      
Number of women 
processors 
     
Percent women 
processors 
     
      
      






CUSTOMER MAPPING:  Poverty analysis table  
 
Variable Name of segment A Name of segment B Data 
sources 
Data 
quality Men Women Total Men Woman Total 
Household heads below poverty 
line N (%) 
        
Individuals below poverty line N 
(%) 
        
Landowners N (%)         
Sharecroppers or tenants N (%)         
Unpaid farm laborers N (%)          
Wage laborers N (%)         
Processors N (%)         
Growers below poverty line N (%)         
Processors below poverty line N 
(%) 
        
Commercial growers (%)         
Traders (%)         
Processors: men N (%), women N 
(%) 
        
Growers below poverty line (%)         
Commercial growers below 
poverty line (%) 
        
Traders below poverty line (%)         
Processors below poverty line (%)         
Other demographic attributes…         
Products of importance to this 
segment (from Product Map) 
        
Note: there is no fixed set of variables in this column. They are drawn from and will be defined by what is in your Product 
Map 
CONCLUSIONS: CUSTOMER MAPPING:  Gender relations analysis table 
 










What are the gender relations involved in use of unpaid 
farm labor by men and women and changes in this? 
    
What are the gender relations involved in on-farm or off-
farm employment or other forms of income generation 
by men and women, and changes in this?  
    
What are the gender relations involved with use of inputs 
for production, trading or processing to which men and 
women in the target customer segment have different 
levels of access, and changes in this? 
    
What are the gender relations involved in control over 
produce, by-products, sales, income or other direct 
benefits from the crop or animal in question? How does 
change in this affect women and men in the target 
customer segment? 
    
Note: answers to the four questions below are a foundation for using the G+ Product Profile Tool.  
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Example: description of a market segment based on product and customer mapping 
Figure 4 applies big data to identify customer segments for cassava in Nigeria. First, the SPAM 
database is used to map the distribution of cassava, which is then overlaid by the FEWS database to 
map cassava by livelihood zones. Third, the LSMS-ISA database is used to map the gendered 
management of cassava at the plot level. Finally, extreme poverty data from WorldPop was overlaid 
on the previous three layers.  
The results show a concentration of women cassava growers in south-central Nigeria, while growers 
in the central, southwest and northerly regions of the country are almost exclusively men. Hence, 
customer segments differ both by geography and by gender. Where are the poor women cassava 
farmers relative to men? We see that, although much of Nigeria is poor, and both men and women 
cassava farmers are in areas of high and low poverty, cassava plots managed by women are 
concentrated in the poorer, southeast region than in the southwest. This suggests that women cassava 
growers may constitute two separate customer segments, one poor and one less-poor. 
Figure 4. Cassava-growing households and gender of growers overlaid with extreme poverty. 




STAGE 2: TARGETING 
Key questions for targeting 
Which customer segments contain the most resource-poor producers? 
Which customer segments are static, growing, or shrinking? 
Which targeted customer segments will give the greatest positive impact on household food 
security, cash income, and gender equity? 
Will targeting this customer segment have transformative or functional impact on gender? 
 
Once market segments are known, the breeding program must decide how many and which segments 
to target. For example, product and customer mapping illustrated in Table 1 identified segments that 
were predominantly composed of men or of poor women or of not-so-poor women growers.  This 
decision involves strategic choices based on the objectives and resources available to the program, as 
well as the size of the segment and the potential return on investment.   
Step 4: Define Target customer segment(s) 
Objective: to select the customer segments that the breeding program will target.  Since it cannot 
address the needs of all potential customer segments, the breeding program must choose which 
segments to exclude.     
Targeting is based on the priorities of the breeding program, following several criteria. The segment 
must be large enough to justify the research investment. The segment must also meet the program’s 
mandate to contribute to wider development goals, such as gender equity. Some of these criteria can 
be quantified, but others require a judgement call. There will be trade-offs between criteria. Targeting 
makes these trade-offs transparent so that the reasons for selecting (or not selecting) a potential 
customer segment are made explicit.   
Table 2 gives an example of targeting a customer segment. Three potential segments are shown. A 
scoring system is used to evaluate impacts on development goals. Based on size and the expected 
impacts on poverty, household food security, malnutrition and gender equity, the program may target 
Segment 1. But it may also target Segment 3, despite a low score for improving gender equity, because 




Table 2. Example of a Decision-matrix for targeting customer segments. 
Criteria Unit Potential customer segments 
1 2 3 
Product  Product 1 Product 1 Product 2 
Agro-ecological 
zone 
 Zone 1 Zone 2 Zone 1 
Size of segment Production (in 
tons) 
5,000 2,000 2,000 
Value of segment  Market value (in 
dollars) 
5 million 5 million 2 million 
Segment trend Growing 
Static 
Shrinking 
Static Shrinking Growing 
Poverty Poor growers 15,000 6,000 12,000 
Expected positive impact on: 
Household food 
security 
High /Low High High Low 
Income poverty High /Low Low Low High 
Malnutrition High /Low High High Low 
Gender equality High /Low High Low Low 
 
Gender should be one of the strategic criteria for selecting segments to target. Breeding programs 
have several options for taking gender into account when deciding on a market segment to target 
(Table 3). 
Options 1 and 2 (in Table 3) involve a functional approach to gender, when changes to gender equity 
are not the motivation for the breeding program, but when considering gender can potentially 
improve adoption and impact.  
Option 1, where there is no change to existing breeding products, maintains the status quo: when, for 
example, targeting analysis establishes that there are no economically important gender inequalities 
that can be addressed though breeding. By contrast, in Option 2 there is opportunity for new, more 
relevant breeding products that can be tailored to needs shaped by existing gender relations. Breeding 
objectives and positioning of a new crop variety or animal breed are shaped by understanding 
differences in gender roles, but there is no intent to change these roles. Gender equity might be 
reduced once women have access to a new breeding product, but this is not the primary objective of 
the breeding program. For example, the breeding program might use information on women’s 
preferences to design a new variety of maize that is easier to pound by hand. By making a breeding 
product that is more attractive for women, the breeding program hopes to increase the rate of 

















 Gender equity In the customer segment 
 Existing gender relations 
 




Option 1: Existing products 
for use under existing 
gender relations 
Option 3: Existing products for use 
under changed (more equal) gender 
relations 
New products Option 2: New products 
target improved relevance 
under existing gender 
relations 
Option 4: New products that change 
(increase equality of) gender relations 
   Functional approach Transformative approach 
 
Options 3 and 4 involve a transformative approach to gender, when the decision to target a market 
segment has gender equity as an objective. In Option 3, targeting analysis establishes that important 
gender inequalities cannot be addressed cost-effectively through breeding, as in Option 1. The 
difference is that breeding objectives in Option 3 are designed in conjunction with other 
transformative interventions (usually implemented by other actors).  
In contrast, Option 4 can involve a decision to develop a new breeding product that is inherently 
transformative. The program may breed explicitly to meet demand from women for specific attributes 
(e.g. earlier maturity, new storage or processing qualities) that will enable these producers to save 
time processing their crop or enter new markets, deliberately reducing gender inequity. Varietal 
improvement may also be designed to be explicitly contingent on introducing other innovations, such 
as new processing technology, intended to transform existing gender relations. Both Options 3 and 4 
put the onus on the breeding program to innovate with the intention of increasing gender equity. 
Targeting women in a customer segment is consciously used to challenge existing gender roles. 
A clear understanding of gender roles is needed to use gender as a basis for targeting. This is because 
differences in product preferences between women and men often reflect differences in gender roles. 
Men and women tend to give higher priority to attributes that are important to them as food-
providers, or livestock-keepers, or processors. Thus, women in Nigeria give a higher priority to the 
ease of peeling cassava, whereas men give higher priority to the size of cassava roots. This is because 
women do the peeling, while men sell raw cassava. Similarly, because women process cassava for sale, 
they prefer quality attributes like certain colors that command higher prices. Information on gender 
roles, therefore, can help breeding programs identify where women’s preferences may differ from 








STAGE 3: PROFILING 
Key questions for profiling 
What are the product preferences for the targeted customer segment(s)? 
Do these preferences differ between women and men and why? 
What are the socio-economic indicators (including gender) that define this customer 
segment? 
Will any proposed new product harm women? 
 
 
At the third and final stage, the breeding program develops a full description or profile for each 
targeted customer segment. A customer segment should be homogeneous in terms of product 
preferences and socio-economic constraints.  This requires two further steps.   
Step 5: Identify product preferences 
Objective: to provide information on customer preferences.  
Each breeding product is associated with a set of attributes, which may be hereditable traits that 
breeding programs can use to develop new crop varieties or animal breeds. To develop these 
products, breeders need information on what attributes customers prefer and why. To set breeding 
priorities, this information must be reliable and based on a representative sample of the target 
segment.  
Product and customer mapping showed what products are in demand and by whom. Step 5 takes this 
analysis further by asking, what features or attributes of a breeding product make it desirable to this 
set of target customers? Do they all share the same preferences? Most importantly, a breeding team 
needs to check if there are any strong preferences that differ between men and women that cause 
them to adopt and use the breeding product differently and in ways that make gender inequity worse? 
In Table 4, this issue is highlighted in the row headed “Gendered trait preferences flagged for team 
attention”. 
A summary of gender-differentiated customer preference information, as illustrated by Table 4, 
should be readily available for consultation by the breeding team members whenever they are making 
decisions about product advancement, that is, whenever materials are advanced from one stage of 
breeding the next, or are discarded. 
For example, IITA’s breeding program collected information on preferred attributes for cassava using 
the same sample frame as the national census. From a sample of 625 villages the program randomly 
selected 20 villages (five from each geographical zone) for focus group discussions (FGDs) held 
separately with women and men. By contrast, ICRISAT’s sorghum breeding program in West Africa 
used another approach, first identifying the “dominant” or most widely adopted varieties in each agro-
ecological zone and then asking women and men separately which attributes they liked about these 
varieties. This tells the breeding program which products it should try to replace and what 




Table 4. Target customer segment preferences template 
TARGET SEGMENT: Preferences Template 
 









Men’s opinion Women’s opinion Data 
sources 
Data 
quality Positive Negative Positive Negative 
         
         
         
         
         
Gendered trait preferences flagged 
for team attention 
Note the trait name and number here: 
Summary of data issues  




Step 6: Compile a G+ Customer Profile  
Objective: to provide a gendered description of the customers who will adopt the new product, and 
how this product will meet their preferences.   
A Customer Profile is defined as a set of demographic, behavioral, and geographic attributes with a 
set of product preferences to describe a customer segment that will be targeted by a breeding 
program. A G+ Customer Profile is a specific type of Customer Profile with a gender dimension.  
Table 5 is a comprehensive list of the information that is ideally desirable. Not all of this information 
will be available all of the time, in which case proxy variables and estimates have to be used. Use 
Figure 5 to make a record of the data sources and data quality issues encountered.   
Figure 5 provides a template for a summarized Customer Profile. Start working on a Customer Profile 
even with imperfect information and gradually improve it if there are gaps. The desirable information 
includes (1) product information (2) socio-economic indicators, such as assets, income, and production 
constraints, and (3) preferences for specific traits and the reasons for these preferences. In addition, 
anticipating the “do no harm” section of the G+ Product Profile tool, the template includes information 







Table 5. List of information that can be used for G+ Customer Profile  
 Key questions Evidence Sources of 
information 
The product What is the new breeding product?   
What product is it replacing?   
Why is the new product superior?   
Where is it needed? (AEZ)   
The customer Socio-economic descriptors of resource-poor 
users 
  
Who will grow this new product? What 
proportion of the growers are men and 
women? 
  
Expected average yield per hectare 
Does average yield usually differ among men 
and women growers? What is the average 
yield gap? 
  
Expected volume of production per household   
Expected income from sales per household?   
Customer 
preferences 
What are main agronomic constraints on 
production of this new product? 
Women Men  
Soil fertility    
Pests and diseases    
What traits do customers prefer? Women Men  
1st    
2nd    
3rd    
4th    
What are the reasons for preferring these 
traits? 
Women Men  
1st    
2nd    
3rd    
4th    
Gender 
impacts 
What are the gender roles currently associated 
with this product? 
Women Men  
Production    
Processing    
Marketing    
What are the gender differences in benefits 
currently associated with this product?  
   
From domestic consumption    
From processing    
From marketing    
Will this new product change women’s gender 
roles and if so, how? 
   
Production    
Processing    




Figure 5.  Summary customer profile template 
SUMMARY CUSTOMER PROFILE TEMPLATE 
1) NAME OF TARGET CUSTOMER SEGMENT 
2) AGGREGATE PROFILE 
• Demographic composition (percent male, female) 
• Poverty level of the target segment 
• Agroecological zone(s), where located 
• Product of interest for gender-responsive breeding 
• Customer’s referred Product attributes (report separately for men and women if 
different). 
3) GENDER & VALUE CHAIN (Use the relevant categories) 
a) GROWERS USING THE CROP FOR HOME CONSUMPTION (FRESH OR PROCESSED) AND SALE 
• Preferred product attributes of men / women 
• Major variety adoption trends and constraints of men growers / women growers 
• Roles and responsibilities of men in the crop / women in the crop 
• Roles and responsibilities of the elderly, youth and children in the crop 
b) COMMERCIAL GROWERS 
• Preferred product attributes 
• Major variety adoption trends and constraints of men growers / women growers 
• Roles and responsibilities of men in the crop / women in the crop 
• Roles and responsibilities of the elderly, youth and children in the crop 
c) PROCESSORS 
• Preferred product attributes of men /women 
• Major variety adoption trends and constraints of men / women 
• Roles and responsibilities of men / women in processing 
• Roles and responsibilities of the elderly, youth and children in processing 
d) OTHER RELEVANT VALUE CHAIN ACTOR CATEGORIES (ADD AS NEEDED) 
• Preferred product attributes of men / women 
• Major variety adoption trends and constraints of men / women 
• Roles and responsibilities of men / women in the value chain 
• Roles and responsibilities of the elderly, youth and children in the value chain 
4) MAJOR GENDER GAPS IN THE TARGET CUSTOMER SEGMENT in relation to technology choice. 
Explain any relevant gender gaps in land, labor use, drudgery, capital and credit access, input 
access, knowledge, market access, mobility, decision-making autonomy, use of modern 
varieties, other technology use. 
Flag any major gender differences in preferences or gender gaps here, which indicate that this 
customer segment is heterogeneous in preferences or constraints and may need to be 
disaggregated further 






The case of sorghum in Mali shows how this approach was used to develop a new breeding product 
for women growers (Box 2). 
Box 2. Example of G+ Customer Profile: sorghum in Mali 
ICRISAT’s breeding program for sorghum in Mali identified a customer segment of women 
growers that had previously been overlooked as potential customers for improved varieties.  
 
Geography: Sorghum is grown as a staple crop in the Sahelo-Sudanian zone, where annual 
rainfall is above 600 mm but variability is high, between 600 and 1,200 mm.  
 
Producers: Sorghum is produced by large extended families (10–100+ members) and mainly 
grown in family fields under the control of the male family head who controls family labor. In 
addition, women produce sorghum on the individual fields allocated to them by the head. 
Sorghum on these fields is used to supplement the dietary needs of younger children and to 
earn cash income. 
 
Product preferences: Sorghum producers required improved varieties that were sensitive to 
photoperiod (daylight hours) and could adapt to variable rainfall. The latter was particularly 
important for women producers because they did not own oxen and family fields were 
ploughed first, so their sorghum plots were often planted late. In addition, producers required 
improved varieties that were adapted to low soil fertility. Again, this was crucial for women 
because they were allocated fields at the end of the rotation where yields were too low to be 
used as family fields, and these plots received no farmyard manure, which was reserved for 
family fields. Low phosphorous on women’s plots led to late-flowering sorghum and low 
productivity. Finally, women producers required varieties that were tall and matured early, 
making them suitable for intercropping with groundnuts. Women producers usually 
intercropped sorghum with groundnuts because they were responsible for preparing the 
groundnut sauce that accompanies the main meal. 
 
Gender: Women’s trait preferences are the result of structural inequality in access to 
agricultural inputs (e.g., land, manure, oxen) and biased access to technology (e.g., varieties). 
The breeding program did not take a transformative approach to gender that challenged these 
inequalities directly, but took a functional approach that allowed women to make the best of 







Breeding. Creating new crop varieties or new breeds of animals by systematically selecting for certain 
desired traits.  
Breeding environment. A broad, not necessarily contiguous and often transcontinental area with 
similar biotic and abiotic stresses, cropping systems and consumer preferences, where the yield of 
widely-adapted germplasm is high and stable across representative locations in the area. 
Breeding product. The tangible result of breeding, usually in the form of a crop variety or animal breed 
with specific attributes of a defined value, that have been targeted by breeders.  
Customer (for a breeding program). A farmer or other value chain actor who will potentially use the 
new crop variety or livestock breed produced by the breeding program. 
Customer map. A description of potential customer segments, defined by gender where appropriate, 
taking into account biophysical and socio-economic information. The customer map can be compiled 
around a diagram of a value chain, with a segment for growers, including those who consume some 
of their own production.  
Customer profile. A description of a segment of the target users of a breeding product, to help the 
breeding program understand what a particular set of customers wants and why. The description must 
include customer characteristics that are decisive for their acceptance of a given breeding product, 
such as their location, poverty -level and gender. The description may include other customer 
characteristics. A G+ Customer Profile identifies product preferences that are important for women 
and ensures that their preferences are reflected in the design of new products.  
Customer segment. A group of users who have both a common set of constraints and a common, 
unique and relatively homogenous need (demand) for a breeding program product. 
Do no harm analysis. An analysis of the possible harm that introducing a new trait might cause to 
users, in particular women. The analysis is designed to minimize the risk of releasing a variety that 
could increase gender inequity.  
Evidence table. A table that combines the information collected in product mapping with the 
information on customer mapping in a way that organizes the information needed to choose which 
segments to target. 
Gender gap. Differences between men and women regarding access to factors of production (land, 
labor and capital), as well as access to information, freedom of movement and other resources and 
opportunities. 
Gender equality. Men and women are treated in the same way. 
Gender equity. Resources, assets, opportunity and costs are fairly distributed among men and women 
such that any difference in their achievements, outcomes and benefits cannot be attributed to their 
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gender. Gender equity can involve targeting men and women differently, if need be, to produce 
outcomes and impact that are equitable. 
Gender-responsive. Ensuring that the different perceptions, interests, needs and priorities of women 
and men are considered in planning and decision-making. 
Household. A group of people who eat and sleep in the same house. Households are generally 
responsible for reproduction (e.g. raising children). Rural households especially often work together 
to produce goods, such as a harvested crop. 
Product advancement decision. A decision to proceed with or stop research and development of a 
new breeding product (e.g., a crop variety or breed of livestock). 
Product map. A description that quantifies the sources of demand for a breeding product, to ensure 
that the research priorities are demand-driven. Include the demand for home-consumption of the 
commodity. A product map for crops or livestock shows the distribution (volume, percent and 
economic value) of harvest (e.g. tons of wheat) among different uses or end-products (e.g. bakery-
made bread versus farm-baked flatbread). The product map may also quantify the economic value 
and market size of different end-products and classify the different value chain actors associated with 
each end-product (e.g. wheat pasta is mainly used by supermarkets and urban consumers and by the 
very poor through food-for-work programs, etc.).  
Product profile. A definition of the attributes that a new plant variety or animal breed must meet to 
be successfully released, identifying preferences that are important for women, and taking into 
account a do no harm analysis and a positive benefit analysis. 
Trade-off. An option that implies gaining something, but losing something else, where two choices are 
mutually exclusive. For example, there is a trade-off between spending money now vs saving it for the 
future.  
Trait preferences. Qualities that a given user desires in a new product, e.g. color, flavor, pest 
resistance, yield, size, days needed to reach maturity, processing qualities and many others. 
Value chain actors. People or organizations who participate in the production, transport, processing, 
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